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 I
摘    要 
近年来，“体验”一词成为营销界出现频率越来越高的词汇。在学术界，早
































In recent years, the word “experiencing” appears more and more frequently in 
the marketing area. As a matter of fact,the concept of experiential marketing had been 
mentioned during the 1970s. As a new way of marketing, experiential marketing has 
already been widely used in foreign enterprises, especially in the transnational 
enterprises. Howerer, in china, as a result of several things, experiential marketing has 
only been used by a small part of enterprises. Nowadays, as a marketing way of 
giving personalized consumer experience for consumers, experiential marketing 
became more and more popular, and gradually began to be accepted and applied by 
the merchants. There is a high reference value for the brand building of domestic 
products to research experiential marketing and its application. 
The paper chooses Qingdao International Beer Festival as a example of the 
application of experiential marketing in china. Qingdao International Beer Festival is 
a large subject festival based on the brand of Qingdao beer. The application of 
experiential marketing in it is very typical. Because of this, this paper tries to research 
and analysis the application of experiential marketing, taking the International Beer 
Festival as an example, concluding the successful experience and weak-points of the 
application of experiential marketing in the International Beer Festival, with the hope 
that it would give some reference to the domestic subject festivals. 
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节始创于 1991 年，每年在青岛的黄金旅游季节 8月的第二个周末开幕，为期 16
天，是融旅游、文化、体育、经贸于一体的国家级大型节庆活动。目前青岛啤酒



































































恩（B. Joseph. PineⅡ）和詹姆斯·吉尔摩（James H. Gilmore），美国俄亥














































































客满意度等方面，都有学者进行了一定的研究。Ed Petkus Jr 对于艺术行业如
何应用体验式营销提出了 6 个步骤。[8] Donald Cowell 对于如何在营销学课程
的教学上采用体验式教学进行了实证研究；[9]对于消费体验的影响因素方面，
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